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ADVERTISING 


@ Advertising techniques and manage- 
ment, by Robert V. Zacher — Aug. 68 
Advertising to two audiences (Amway) 
— Dec. 18 

@\The 45th annual of advertising and edi- 
torial art and design of the Art Directors 
Club of New York, by Larry Ottino — 
‘June 81 
From roadside sign to tv and p.o.p. 
(Burma-Vita Co.), by J. Mitchell Jablons 
— Oct. 45 
How to get the kids to work for you 
(Frosty Morn), by Clay Barnes — Nov. 
42 
How to introduce a new product (Scott, 
Foresman & Co.), by Alice Fales — June 
15 

How to make advertising work, by Bur- 
ton R. Durkee — Oct. 77 
Is cooperative mail for you? by Wilson 
B. Prophet Jr. — Jan. 48 

®@Making ads pay, by John Caples — 
Feb. 81 

Measuring advertising readership and 
results, by Daniel Starch — June 80 

@Modern institutional advertising, by 
George A. Flanagan — Sept. 88 

OThe now generation, (RKO Gen.), 11 
min. color m.p., produced by Plansboard 
Inc. — June 82 
What you can do with cold type, by 
Robert J. Moore — May 55 

OwWhatever happened to Mrs. Momiyama? 
20 min color m.p. prod. by Campbell- 
Ewald Co. — Feb. 82 


ADVERTISING, INTERNATIONAL 


British packaging looks ahead, by Mar- 
garet Reynolds — Sept. 73 

Can sales promotion techniques be ex- 
ported (Philco), by Walter S. Bopp — 
Dec. 45 

Sales promotion in Mexico — today and 
tomorrow, by Ed Sachs — Nov. 7 
Signs in the Philippines, by Juanito V. 
Jabat —- Jan. 39 


ADVERTISING LAW 


Can you copy a competitor’s package? 
by Albert Woodruff Gray — Aug. 34 
What's the law on using stamps and 
coins as illustrations? by Henry R. Bern- 
stein — Oct. 60 


AGENCY OPERATIONS 


The critical partnership: standards of 
advertising agency selection and per- 
formance, by Mack Hanan — March 98 
How an agency studies its communica- 
tions system (Batz Hodgson-Neuwoehner 
Inc.), by James O. Stice — Oct. 57 

OH Madison Avenue, by David G. 
Lyon — April 104 
Promotion on the river, 
Graham — June 68 


AGRICULTURE 


by Hugh H. 


How to make dealers and salesmen feel 
important (Ralston Purina Chow), by 
John McGinty — Aug. 10 


ANNIVERSARIES 


Support your anniversary with a special 
exhibit, by Etna M. Kelley — Nov. 24 
Twenty ways to add excitement to your 
anniversary, by Etna M. Kelley — May 
26 


ANNUAL REPORTS 


Pick the right paper for your annual re- 
port, by Howard S. Feffer — Feb. 61 


APPLIANCES 


Can sales promotion techniques be ex- 
ported (Philco), by Walter S. Bopp — 
Dec. 45 

How to promote air (American-Stand- 
ard), by William P. Sheehan & Keith 
Ferguson — Jan. 11 

It takes cooperation to make sales, by 
Marion Rubenstein — April 43 

Service is sales promotion (Maytag Co.), 
by Betty Aulenbach — Oct. 49 


ART 


The art of lettering with the broad pen, 
by Byron J. Macdonald — June 89 

The Bettmann portable archive — April 
104 

The 45th annual of advertising and edi- 
torial art and design of the Art Direc- 
tors Club of New York, by Larry Ottino 
— June 81 

@Graphis annual 66/67, by Walter Her- 
deg 
Hard money leads to hard sell, by 
Clarence T. Hubbard — Feb. 50 

@lllustrators ‘66-67, by Harry J. Schaare 
— June 81 
Make every element carry your mes- 
sage, by Dale Nichols — June 43 
Making a tv commercial from scratch, 
by Allen Sommers — Aug. 58 

New dimensions in paper craft, by 
Sadami Yamada & Kiyotada Ito — Feb. 
81 

Optical illusions and the visual arts, 
by Ronald G. Carraher and Jacqueline 
B. Thurston — May 89 

Scan ad art — July 81 
Selling without selling copy (Employers 
Reinsurance Co.), by Clarence T. Hub- 
bard — March 64 
Why not use photo mechanicals, by Lyle 
I. Landrum — July 50 


AUDIO-VISUAL 


@The audio-visual equipment directory, 
13th edition, by B. P. Williams — Sept. 
88 

Basic requirements of meeting room 
facilities for effective audio-visual com- 
munications, by O. H. Peterson — April 
105 
Films and slides at Expo, by Robert B. 
Konikow — July 21 
Films sell better (Listerine) — Feb. 52 


Hew much good do films do? (Humble > 


Oil) — May 46 


How to develop a successful audio-visu- 
al presentation, by Robert N. Brodie — 
July 30 
Making a tv commercial from scratch, by 
Allen Sommers — Aug. 58 
17 steps to better films, by Bernard 
Howard — July 33 
Should you do your own photography? 
(Piper Aircraft), by Allen G. Mainard — 
April 72 

OThe sound filmstrip system — the meth- 
od, 12 min. color f.s.; produced by Au- 
dio-Visual Div., DuKane Corp. — April 
106 
Training distributors through audio- 
visuals (Amway) — Dec. 20 
Using closed circuit tv to get a story out 
fast (Abrasive Div., Norton Co.), by J. 
Robert Lowry — Jan. 46 
Using slides effectively — July p 25 
Using videotape for promotion, (Texas 
Instruments) ‘by Don Scharringhausen 
— Oct. 64 

OVisual aids, 27 min, color m.p.; pro- 
duced for the Royal Navy (Great Brit- 
ain) and sold by Modern Marketing 
Programs — Oct. 77 


AUTOMOTIVE 


ODesign for skidding, (Deere & Co.,), 14 
min. color m.p., produced by Reid H. 
Ray Film Industries — Oct. 77 

OGet wet, (Johnson Motors & Eastman 
Kodak), 22 min, color m.p. produced 
by Homer Groening — May 90 

OlLove thy customer, (Ford Motors), 26 min. 
color m.p.; produced by Parthenon Pic- 
tures — March 97 , 

A low-budget show with a high-budget 
glow (Goodyear), by James R. Mund — 
Dec. 40 

Put on a show to make sales grow 
(Dodge Truck Operations, Dodge Div. 
Chrysler Motors Corp.) by Paul Galvin 
— Aug. 37 

Straight sign talk gets through, by Bil] 
Storm — April 46 


AVIATION 


How to promote against fear (Cessna), 
by Rankin L. Griesinger — Aug. 13 
Should you do your own photography? 
(Piper Aircraft), by Allen G. Mainard 
April 72 


BANKS 


How to make mail boxes your branch 
offices, by Ed R. DeWeese — Jan. 52 
Making a tv commercial from scratch, 
by Allen Sommers — Aug. 58 

A plant is a living signboard (First 
Federal), by Marion Lillie — Jan. 28b 


BEER & LIQUOR 


Getting greater exposure at a lower cost 
takes careful planning (Christian Bros.), 
by Paul Lessig — Dec. 43 

How to develop a point-of-purchase pro- 
motion (Brown Forman Distillers), by 
Tony Palmisano — August 22d 

A new way to buy point-of-purchase 
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(Glenmore Distilleries Co.), by M. M. 
DeCamp — Jan. 41 

Outdoors works—and works well (Sea- 
gram Distiller Co.), by Charles H. Weiss- 
ner Jr. — Feb. 42 

Races attract crowds (Schenley), by 
Theodore D. Veru — Aug. 44 


BEVERAGES 


OThe Ballad of Pepper Dan (Dr Pepper), 
11/2 min. color filmstrip, produced by 
Bill Stokes Associates — Feb. 82 

A swinging baby becomes a community 
favorite (Ohleen-Purity Co.), by Marion 
Lillie — Sept. 44 


BOOK REVIEWS 


Ad 1: The international survey of adver- 
tisements, by Kurt Weidemann — April 
104 

Advertising techniques and manage- 
ment, by Robert V. Zacher — August 68 
The art of lettering with the broad pen, 
by Byron J. Macdonald — June 89 
The audio-visual equipment directory, 
13th edition, by B. P. Williams — Sept. 
88 

Basic requirements of meeting room 
facilities for effective audio-visual com- 
munications, by O. H. Peterson — April 
105 

The Bettmann portable archive — April 
104 

Careers and opportunities in journalism, 
by Ira Henry Freeman and Beatrice O. 
Freeman — March 98 

Courtier to the crowd, by Ray Eldon 
Hiebert — March 98 

The critical partnership: standards of 
advertising agency selection and per- 
formance, by Mack Hanan — March 98 
The dollars and sense of public rela- 
tions, by Burt Zollo — Dec. 59 
Executive’s treasury of humor for every 
occasion, by William R. Gerler — Jan. 
65 

Executives under fire, by Chester Burger 
— Jan. 65 

Film guide for marketing executives, by 
William Wachs — July 80 

The 45th annual of advertising and edi- 
torial art and design of the Art Direc- 
tors Club of New York, by Larry Ottino 
— June 81 

Graphics handbook, by Ken Garland — 
July 80 

Graphis annual 66/67, by Walter Her- 
deg — April 105 

The Hertz survival manual for traveling 
businessmen, by Garth Hite, Norman 
Reader and Burton Wolf — Oct. 77 
How to find better business meeting 
places, by B. Y. Auger & How to run 
better business meetings, by B. Y. Auger 
(sold as a set) — July 80 

How to make advertising work, by Bur- 
ton R. Durkee — Oct. 77 


How to make big money as an adver- 
tising copywriter, by Jerome M. Cowle 
— July 81 

How to plan and execute the marketing 
campaign, by Craig S. Rice — March 
98 

Illustrators ‘66-67, by Harry J. Schaare 
— June 81 

Making ads pay, by John Caples — 
Feb. 81 

The management of the marketing func- 
tion, by Clarence E. Eldridge — Sept. 
88 

Measuring advertising readership and 
results, by Daniel Starch — June 80 
Modern American usage, by Wilson 
Follett — March 97 

Modern institutional advertising, by 
George A. Flanagan — Sept. 88 

New dimensions in paper craft, by 
Sadami Yamada & Kiyotada Ito — Feb. 
81 

Off Madison Avenue, by David G. Lyon 
— April 104 

On knowing the consumer, by John 
Wiley — Jan. 65 

Optical illusions and the visual arts, by 
Ronald G. Carraher and Jacqueline B. 
Thurston — May 89 

Packaging: A guide to information 
sources, by Gwendolyn Jones — Sept. 88 
The Penrose annual 1966, by Herbert 
Spencer — Jan. 65 

The Penrose annual 1967, by Herbert 
Spencer — Oct. 77 

Principles of color reproduction, by 
John A. C. Yule — Dec. 60 

A printer's almanac, by Alexander S. 
Lawson — Sept. 88 

The printing industry, by Victor Strauss 
— Dec. 58 

Printing & promotion handbook, by Dan- 
iel Melcher and Nancy Larrick — 
March 98 

Public relations handbook, by Philip 
Lesly — Dec. 59 

Public relations in world marketing, by 
Fronk Jefkins — June 81 

The responsibility of the press, by Ger- 
ald Cross — May 89 

Sales promotion handbook, 5th edition, 
by John Cameron Aspley and Ovid 
Riso —June 80 

Scan ad art — July 81 

Sell yourself big, by Edwin A. Moll — 
April 104 

Television: the creative experience, by 
A. William Bluem and Robert Manvell 
— Aug. 68 

Textures, by Phil Brodatz — August 68 
Trademarks, a handbook of international 
designs, by Peter Wildbur — Feb. 81 
Typography: a manual of design, by 
Emil Ruder — Aug. 68 

Writing for publication, by Donald Mac- 
Campbell — Jan. 65 


BUILDING PRODUCTS 


How a pop-up insert was produced 
(Butler Industries), by Jack Howse — 
Aug. 32 


How to package a difficult product 
(Reynolds Metals), by Lew Beard, Oct. 
26 
How to promote air (American-Stand- 
ard), by William P. Sheehan and Keith 
Ferguson — Jan. 11 
A low-cost contest builds goodwill, by 
Roger Milroy — Nov. 66 

OThe pregnant forest, (Weyerhaeuser), 10 
min color m.p., produced by Communica- 
tion Films, Div. of Walter Landor & As- 
sociates — Sept. 89 
A press conference without the press, 
(American Tile Co.), by Louis Methfessel 
— May 43 


BUSINESS GIFTS 


What shall I give for Christmas? — 
Oct. 16 


CATALOGS 


Award-winning printing . . . and how it 
got to be, by Betty Aulenbach — March 
56 

Make your catalog do a selling job, by 
John Strock — Nov. 60 


CHEMICALS 
PHARMACEUTICALS 


Building sales 
(Woodhill), 
March 72 
Films sell better (Listerine) — Feb. 52 
How to merchandise with the media 
you use, (Menley & James Lab.) by 
John Alexander — April 88 

Launching a new product at a trade 
show, (The Glidden Co., Organic Chem- 
icals Div.), by Mildred W. Tyson — 
May 37 

Simplicity means flexibility — March 48 
When a brochure became a package 
(Polymer), by Betty Aulenbach — Nov. 
57 


with playing 
by Robert L. 


cards 
Taylor — 


CLOTHING 


OThe girl from R.A.G., 26 min. color m.p.; 
prod. by Producer Services — Dec. 60 
Increasing sales through proper pack- 
aging (Host Pajamas), by Mildred Weiler 
Tyson — Nov. 64 
Make your national program a local 
one, by Howard H. Fogel — June 36 
A plant opening that made news (Spring 
Mills Inc.), by Marshall Doswell 

WPrinciples of color reproduction, by John 
A. C. Yule — Dec. 60 


CONTESTS 


82 useful promotion ideas — Sept. 61 
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How to give away 1,000,000 hard-boiled 
eggs (Hess & Clark Co.), by Robert T. 
Clark — June 58 

How to run a year long incentive pro- 
gram (Victor Comptometer Corp.), by 
George R. Reich — Feb. 57 

A low-cost contest builds goodwill, by 
Roger Milroy — Nov. 66 


CONVENTIONS 


Amway holds a convention — Dec. 29 
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Do’s and don'ts on hospitality suites, by 
Florence Sanders — Sept. 37 
Races attract crowds (Schenley), by 
Theodore D. Veru — Aug. 44 


COPYWRITING 


B@How to make money as an advertising 
copywriter, by Jerome M. Cowle — July 
81 

Making ads pay, by John Caples — 
Feb. 81 
What you can learn from the mail order 
writer, by John L. Warren — July 40b 


COSMETICS 


From roadside sign to tv and p.o.p. 
(Burma-Vita Co.), by J. Mitchell Jablons 
— Oct. 45 


DEPARTMENT STORES 


Adding excitement to retailing (Neiman- 
Marcus), by Michael H. Thomas — Aug. 
19 

How a major department store runs a 
major promotion (Macy's, N.Y.), by How- 
ard H. Fogel — May 15 


DESIGN 


§Ad 1: The international survey of ad- 
vertisements, by Kurt Weidemann — 
April 104 
Be a better paper buyer, by Betty Au- 
lenbach — Jan. 15 
Building unity through design (McCor- 
mick), by Mildred W. Tyson — March 
69 
For a come-back start with design 
(Argus Inc.), by John H. Rosenheim — 
May 77 

The 45th annual of advertising and edi- 
torial art and design of the Art Directors 
Club of New York, by Larry Ottino — 
June 81 
Have you looked at the brochures you 
give visitors?, by Selah Bond Jr. — Feb. 
55 
How Atlantic developed a new sign 
program, by Allen Sommers — April 41 
How to develop a new insigne, by Kirk 
W. Fraser — Nov. 45 
How to gain a new identity without los- 
ing a familiar image (Brigham’s) — 
Aug. 55 
Letterheads of the year: 1967, by Robert 
B. Konikow — Sept. 9 
Make every element carry your mes- 
sage, by Dale Nichols — June 43 
The mark of a company, by John E. 
Mertes — Jan. 44 
Paper is part of your letterhead, by 
Bette Lundy — Jan. 19 

Textures, by Phil Brodatz — Aug. 68 

Trademarks, a handbook of international 
design, by Peter Wildbur — Feb. 81 
Trademarks with style — Dec. 38 
Your letterhead — your company’s first 
image — May 60 


DIRECT MAIL 


Award-winning printing . . . and how 
it got to be, by Betty Aulenbach - 
March 56 

The computer — boon or bane? (Scoit, 
Foresman & Co.), by Florence E. Dawes 
— June 20 

Direct mail introduces a new product 
(Ph. Orth Ce.), by Raymond Pinczkow 
ski — Nov. 52 

Direct mail is a great medium: let's 


keep it that way, by Fred DeArmond — 
March 52 

Direct mail that made the unbelievable 
believable (Garlock Inc.), by David W. 
Miller — Oct. 22 : 
82 useful promotion ideas — Sept. 61 
Fundamentals of direct mail, by Betty 
Aulenbach — Feb. 15ff 

How — and why — to start a company 
publication (Greyhound Corp.), by D. L. 
Behnke — April 58 

How to introduce a new product (Scott, 
Foresman & Co.), by Alice Fales — 
June 15 

How to make mail boxes your branch 
offices, by Ed R. DeWeese — Jan. 52 
How to merchandise with the media 
you use (Menley & James Lab.), by 
John Alexander — April 88 

Is cooperative mail for you?, by Wilson 
B. Prophet Jr. — Jan. 48 

Personal service makes the promotional 
difference (Scott, Foresman & Co.), by 
William D. Wentink and Mariette K. 
Stieg — June 23 

Personalization pulls (Security Benefit 
Life Insurance Co.), by James H. Metz- 
ger — April 56 

The Post Office problem demands a new 
look, by Louis Rudin — May 50 
Simplicity means flexibility — March 48 
10 direct mail rules you shouldn't be- 
lieve, by John L. Warren — Sept. 68 
Using house organs to reach a special- 
ized market (Scott, Foresman & Co.), by 
Virginia Kelehan — June 29 

What happened at the Postal Forum, 
by Stanley E. Cohen — Nov. 48 
What's your problem in direct mail?, by 
Shell Alpert — Oct. 15; Dec. 37 

What you can learn from the mail order 
writer, by John L. Warren — July 40b 
The year’s best direct mail: 1967, by 
Robert B. Konikow — Oct. 9 


DISPLAYS 


Display ideas from Expo — Oct. 35 
It takes a special effort to break into 
a well-established market (Bell & How- 
ell), by Ken Andren — June 34 

Make your national program c iocal 
one, by Howard H Fogel — June 36 
Where the display is the promotion 
(Wise Potato Chip Co.), by Kenneth R. 
MacDonald — Feb. 40b 

Why a mobile display? (AMP Inc.), by 
David Hajjar — Nov. 19 


ELECTRONICS 


A promotion that made experts out of 
ordinary salesmen, (Jerrold Electronics 
Corp.), by Lon Cantor — Sept. 86 
Using videotape for promotion (Texas 
Instruments), by Don Scharringhausen — 
Oct. 64 

Why a mobile display? (AMP Inc.), by 
David Hajjar — Nov. 19 


ENGRAVING 


A new screen for better halftones (Kup- 
per/Kimball Inc., by Richard L. Mor- 


TOW 


EXHIBITS 


Display ideas from Expo — Oct. 35 
8 ways to better exhibits, by Robert 
Nagle — Aug. 26 

How a major department store runs a 
major promotion (Macy's, N. Y.), by 
Howard H. Fogel — May 15 

How to get a low-cost exhibit, by Fred- 
eric D. Frederick — July 60 

How to introduce a new product (Scoit, 
Foresman & Co.), by Alice Fales — July 
15 

Launching a new product at a trade 
show (The Glidden Co., Organic Chemi- 
cals Div.), by Mildred W. Tyson — May 
37 

Let's make trade shows more exciting!, 
by Alexander Kaufman — Jan. 36 
Picking an exhibit house, by Arthur 
Friedman — Sept. 58 

Plastics as an exhibit element, by Robert 
F. Firks — July 62 

Races attract crowds (Schenley), by 
Theodore D. Veru — Aug. 44 

A sales promotion man’s guide to Expo 
67, by Robert B. Konikow — May 11 
The story of an exhibit (Scott, Foresman 
& Co.), by Florence Crew — June 31 
Support your anniversary with a special 
exhibit, by Etna M. Kelley — Nov. 24 
What the McCormick Place fire means 
to you, by Sterling Brown Jr. — March 11 
When a brochure became a package 
(Polymer), by Betty Aulenbach — Nov. 
57 

Why a mobile display? (AMP Inc.), by 
David Hajjar — Nov. 19 


FILM REVIEWS 


Animated slides, 2!/) min. color m.p.; 
prod. by Filmack Studios — March 97 
The ballad of Pepper Dan (Dr Pepper), 
11) min. color filmstrip; prod. by Bill 
Stokes Associates — Feb. 82 

Breaking the production barrier (IBM), 
13 min. color m.p.; prod.. by Raymond 
A. Corwin Prodns. — June 82 

Buster Keaton rides again, prod. by 
Canada's National Film Board — July 
82 

Child of darkness, child of light (Foster 
Parents Plan), prod. by Wilding — July 
82 

Choices (Alum, Co. of America), 24 min. 
color m.p. prod. by On-Film Inc. — Aug. 
70 

Color, coverage, compatibility (Life), 10 
min. color m.p.; prod. by Mixed Media 
— Aug. 69 

Custom (Barwick Mills), 12 min. color 
m.p.; prod. by Kahana Film Prod. — 
June 82 

Design for skidding (Deere & Co.), 14 
min color m.p., prod. by Reid H. Ray 
Film Industries — Oct. 77 

The designer (Machine Design), 28!/) 
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min. color m.p.; prod. by Pelican Mo- 
tion Pictures — May 91 

Discover Hawaii (United Air Lines), 
prod. by Reid Ray Film Industries — 
July 82 

Fire, 5 min color m.p. prod. by Denver 
Films Inc. — Sept. 90 

Get wet (Johnson Motor & Eastman Ko- 
dak), 22 min, color m.p. prod. by Homer 
Groening — May 90 

The girl from R.A.G., 26 min. color m.p.; 
prod. by Producer Services — Dec. 60 
Grit rising, 13 min. color m.p.; prod. by 
Kramer, Miller, Lomden & Glassman for 
Grit Publishing Co. — Dec. 60 
Imagination 10 (Champion Papers), 16 
min. color m.p. prod. by Morton Gold- 
sholl & Associates — Sept. 90 

It's called motor oil (Shell) prod. by 
Daniel Hess Asso. — July 82 

The lead matrix, 27 min., color m.p., 
prod. by Cullen Productions for Lead 
Industries Assoc. — Jan. 66 

Love thy customer (Ford Motors), 26 
min. color m.p.; prod. by Parthenon 
Pictures — March 97 

A new way to set type (IBM), 10 min. 
color m.p.; prod. by Peckham Produc- 
tions — May 90 

The now generation (RKO Gen.), 11 min. 
color m.p., prod. by Plansboard Inc, — 
June 82 

One switch starts a packaging revolu- 
tion (Union Camp), 6 min. color, m.p., 
prod. by VPI Films — Sept. 90 

The pregnant forest (Weyerhaeuser), 10 
min. color m.p., prod. by Communica: 
tion Films, Div. of Walter Landor & As- 
sociates — Sept. 89 

The sound filmstrip system — the meth- 
od, 12 min. color f.s.; prod. by Audio- 
Visual Div., DuKane Corp. — April 106 
we prod. by Philip Stapp — July 
Syrinx, prod. by the National Film Board 
— July 82 

Take a second look, 21 min. color m.p., 
prod. by WGN Continental — Jan. 66 
That the people shall know (Sigma 
Delta Chi), 20 min. b&w m.p.; prod. by 
Telecine — April 106 

Time piece, prod. by Muppets Inc. — 
July 82 

Transit expressway (Westinghouse), 16 


min. color m.p. prod. by Mode-Art Pic- 
tures — Aug. 67 


Visual aids, 27 min. color m.p.; prod. 
for the Royal Navy (Great Britain) and 


sold by Modern Marketing Programs — 
Oct. 77 

Whatever happened to Mrs. Momiyama? 
20 min. color m.p. prod. by Campbell- 
Ewald Co. — Feb. 82 

The Wildwood story, 8 min., color m.p. 
prod. by Home Advertising Associates 
— Aug. 70 


FILMS 


OAnimated slides, 2'/2 min. color m.p.; 


prod. by Filmack Studios — March 97 


OBuster Keaton rides again, prod. by 


Canada’s National Film Board — July 
82 


Film guide for marketing executives, by 


William Wachs — July 80 
Films and slides at Expo, by Robert B. 
Konikow — July 21 


OFire, 5 min color m.p. prod. by Denver 


Films Inc. — Sept. 90 

How much good do films do? (Humble 
Oil) — May 46 

How to reach two audiences with a 
single film, (Ney Co.), by Keith Smith, 
Jr. — March 42 ‘ 

Making a tv commercial from scratch, 
by Allen Sommers — Aug. 58 

17 steps to better films, by Bernard 
Howard — July 33 


The sound filmstrip system — the meth- 


od, 12 min. color f.s.; prod. by Audio- 
Visual Div., DuKane Corp. — April 106 


FOOD 


Building unity through design (McCor- 
mick), by Mildred W. Tyson — March 
69 

Direct mail introduces a new product 
(Ph. Orth Co.), by Raymond Pinczkow- 
ski — Nov. 52 

How to get the kids to work for you, 
(Frosty Morn), by Clay Barnes — Nov. 
42 

How to give away 1,000,000 hard- 
boiled eggs (Hess & Clark Co.), by Rob- 
ert T. Clark — June 58 

Packaging plus presentation add up to 
profits (Contadina) — July 45 

Stan Birstein: Man-of-the-year (Quaker 
Oats), by Betty Aulenbach — July 15 
Where the display is the promotion 
(Wise Potato Chip Co.), by Kenneth R. 


MacDonald — Feb. 40b 

Zoo package captures kids — and moth- 
ers (Plasmon), by Paul J. Sampson — 
Dec. 47 


GASOLINE 


Olt’s called motor oil (Shell), prod. by 


Daniel Hess Asso. — July 82 

How Atlantic developed a new sign 
program, by Allen Sommers — April 41 
Wooden nickels build traffic (Sinclair), 
by George E. Toles — Aug. 48 


GRAPHIC ARTS 


Choosing your copying system — July 
56b 


Graphics handbook, by Ken Garland 


— July 80 


Growth grows graphic problems, by 
Gerald Stahl — May 40 


The Penrose annual 1966, by Herbert 


Spencer — Jan. 65 


The Penrose annual 1967 by Herbert 


Spencer — Oct. 77 


Scan ad art — July 81 


HOTELS & RESTAURANTS 


How slides keep up with an ever chang- 
ing situation (Century Plaza) — March 
38 


HOUSEHOLD GOODS 


OCustom (Barwick Mills), 12 min. color 


m.p.;; prod. by Kahana Film Prod. — 
June 82 

Did the job turn out the way you 
thought it would?, by William B. David- 
son — June 40 , 


HOUSE ORGANS 


Getting more mileage from a company 
external (Amway) — Dec. 25 

How and why to start a company pub- 
lication (Greyhound Corp.), by D. L. 
Behnke — April 58 

Using house organs to reach a special- 
ized market (Scott, Foresman & Co.), by 
Virginia Kelehan — June 29 
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cated, each costs 50¢. Articles not available as reprints can be fur- 
nished in Xerox copies at $1 per article. Please send your check with 
your order to Reprint Editor, A&SP, 740 Rush St., Chicago, Ill. 60611. 


547 What you can do when you can put the label where you want it 559 
How Pillsbury uses the air-applied pressure-sensitive label for promotion 


548 A new way to buy point-of-purchase — by M. M. DeCamp 560 
Glenmore Distilleries gets more for its money with an annual contract with its supplier 
550 Is cooperative mail for you? — by Wilson B. Prophet Jr. 561 


An introduction to a growing technique for getting wider distribution 
551 How to promote air — by William P. Sheehan 


Direct mail: principles and practice ($1.50) : 
2 articles, including the series on fundamentals of direct mail 
The Scott, Foresman Story ($1) . s 
Seven articles examine the program of a leading educational publisher 
Building unity through design — by Mildred W. Tyson : 
How McCormick & Co. adapted a consumer package for institutional use 


& Keith Ferguson 562 Personalization pulls — by James H. Metzger ‘ : , 
American Standard adopted a theme to sell the idea of total comfort . How an insurance company uses modern methods for its direct mail 
552 Our young-young world — a cooperative promotion 563 Know what you're doing when you design for flexible packaging 
How a sales promotion agency worked with major sponsors for a major promotion A guide to the danger points of this versatile technique 
553 Using diamonds to spark sales — by Stan Walker 564 Did the job turn out the way you thought it would? 


The story of a diamond-studded incentive promotion that appealed to salesmen’s wives 
554 How to make the most of a case history — by George Meredith 


— by William B. Davidson 


The thinking behind a national campaign for Procter & Gamble 


13 ways to use case histories, plus some ways of getting good ones 565 Stan eng — by Betty Avion 


555 What does a sales promotion man do? — by Leonard Cole 


bach 
story of the Quaker Oats executive, SPEA’s 10th award-winner 


— k 
Here’s how U.S. Plywood spells out its s.p. functions, prior to evaluation 566 Plastics as an exhibit element — by Robert Firks 


555a Have you looked at the brochures you give visitors? 
— by Selah Bond Jr. 
The printed materials you leave in your reception room are important 
556 Four steps to better promotions — by Dan Avers 568 
The nature of man and the behavior of people influence your plans 
557 What's ahead for sweepstakes — by Cy Draddy 569 
An expert sums up the current trends in this popular promotion tool 
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How to use plastics properly to make your exhibit more exciting 
567 Have you the courage to evaluate your own job? 


— by Saul Wernick 


An agency sales promotion man raises some provocative questions 
Letterheads of the year: 1967 — by Robert B. Konikow 
A report and analysis of A&SP’s fifth annual letterhead competition 
Packaging plus presentation add up to = 
How Contadina introduced a new label and a new product simultaneously 
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INCENTIVES 


Building sales with playing cards 
(Woodhill), by Robert L. Taylor — 
March 72 

82 useful promotion ideas — Sept. 61 
How the “hero urge” helped agents 
sell (State Farm Insurance Co.), by Betty 
Aulenbach — June 55 

How to develop a point-of-purchase pro- 
motion (Brown Foreman), by Tony Pal- 
misano — Aug. 22d 

How to make dealers and salesmen 
feel important (Ralston Purina Chow), by 
John McGinty — Aug. 10 

How to run a year long incentive pro- 
gram (Victor Comptometer Corp.), by 
George R. Reich — Feb. 57 

How to start business on a $10 invest- 
ment (Amway) — Dec. 12 

Using diamonds to spark sales (Famous 
Artists Schools), by Stan Walker — 
Feb. 64a 

What's ahead for sweepstakes — April 
32 

Can sales promotion techniques be ex- 
ported (Philco), by Walter S. Bopp — 
Dec. 45 

A low-budget show with a high-budget 
glow (Goodyear), by James R. Mund — 
Dec. 40 


INSERTS 


The basics of preprints, by Donald T. 
Snapp — Dec. 34 

How a pop-up insert was produced, by 
Jack Howse — Aug. 32 

Selling without selling copy (Employers 
Reinsurance Co.), by Clarence T. Hub- 
bard — March 64 


IN-STORE PROMOTIONS 


Make your national program a _ local 
one, by Howard H. Fogel — June 36 


INSURANCE 


Dramatize fire losses with fire in print, 
by George E. Toles — June 46 

How insurance companies use premi- 
ums, by Bette Lundy — March 75 
How the “hero urge” helped agents 
sell (State Farm Insurance Co.), by 
Betty Aulenbach — June 55 

How to use an elephant to build good- 
will (Utica Mutual Insurance Co.), by 
George B. Rea — March 33 
Personalization pulls (Security Benefit 
L.fe Insurance Co.), by James H. Metz- 
ger — April 56 

Selling without selling copy (Employers 
Reinsurance Co.), by Clarence T. Hub- 
bard — March 64 


LABELS & TAGS 


Growth grows graphic problems, by 
Gerald Stahl — May 40 

How to develop a new insigne, by Kirk 
W. Fraser — Nov. 45 

How to gain a new identity without 
losing a familiar image (Brigham’s) — 
Aug. 55 

Let’s create a new language of symbols, 
by Herbert E. Rothchild — June 52 
What you can do when you can put the 
label where you want it (Pillsbury) — 
Jan. 31 


LETTERHEADS 


Letterheads of the year: 1967, by Rob- 
ert B. Konikow — Sept. 9 

Paper is part of your letterhead, by 
Bette Lundy — Jan. 19 

Your letterhead — your company’s first 
image — May 60 


MANAGEMENT 


Executives under fire, by Chester Bur- 
ger — Jan. 65 


MARKETING 


Are you part of Adcom?, by Charles 
R. Angle — Jan. 26 

Film guide for marketing executives, 
by William Wachs — July 80 
How to help your dealers stop brand- 
switching, by Maurice M. Goldberger 
— March 26 

How to plan and execute the marketing 
campaign, by Craig S. Rice — March 98 
Let your sales objective determine your 
marketing plans, by Robert N. Brodie 
— Nov. 34 

@The management of the marketing func- 
tion, by Clarence E. Eldridge — Sept. 88 
Planning a promotion strategy, by Nor- 
ton Paley — Aug. 50 
The six elements of marketing creativity, 
by Peter H. Engle — Nov. 37 
When you move into a fluid and grow- 
ing industry (Fluidonics Div.-Imperial- 
Eastman Corp.), by T. J. Miller — Sept. 
45 


MEDIA 


OColor, coverage, compatibility (Life) 10 
min., color m.p.; prod. by Mixed Media 
Aug. 69 

OThe designer (Machine Design), 28}/2 
min. color m.p.; prd. by Pelican Motion 
Pictures — May 91 

OGrit rising, 13 min. color m.p.; prod. by 
Kramer, Miller, Lomden & Glassman for 
Grit Publishing Co. — Dec. 60 

OThe now generation (RKO Gen.) 11 min. 
color m.p., prod. by Plansboard Inc. — 
June 82 
The promotion that got away, by Har- 
vey Clarke — July 48 
Start small — but start with an idea, 
(KPRC Radio, Houston), by Kirt Har- 
riss — Jan. 32b 

OTake a second look, 21 min. color m.p. 
prod. by WGN Continental — Jan. 66 


MEETINGS 


@Basic requirements of meeting room fa- 
cilities for effective audio-visual com- 
—_— by O. H. Peterson — April 
105 

How to find better business meeting 
places, by B. Y. Auger & How to run 
better business meetings, by B. Y. 
Auger (sold as a set) — July 80 
Trade meetings needn't be dull, by 
Charles L. Schafer — Feb. 28 


MERCHANDISING 


How to help your dealers stop brand- 
switching, by Maurice M. Goldberger 
— March 26 


METALS 


OChoices (Alum. Co. of America), 24 min. 
color m.p. prod. by On-Film Inc. — 
Aug. 70 ’ 

How to reach two audiences with a 
single film {Ney Co.), by Keith Smith 
Jr. — March-42 

Bringing a company to its distributor 
(Amway) —*Dec. 27 


NEW PRODUCTS 


ODesign for skidding (Deere & Co.), 14 
min. color m.p., prod. by Reid H. Ray 
Film Industries — Oct. 77 
How to introduce a new product (Scott, 
Foresman & Co.), by Alice Fales —- 
June 15 
It takes a special effort to break into a 
well-established market (Bell & Howell), 
by Ken Andren — June 34 
Launching a new product at a trade 
show (The Glidden Co., Organic Chemi- 
cals Div.), by Mildred W. Tyson — 
May 37 
Selling a product before it exists, by 
Harlan Johnson — Aug. 53 
Using closed circuit tv to get a story 
out fast (Abrasive Div., Norton Co.), by 
J. Robert Lowry) — Jan. 46 
Using the telephone to introduce a new 
product (The Carborundum Co.) by 
Mathew B. Cole — Feb. 48b 
When you move into a fluid and grow- 
ing industry (Fluidonics Div.-Imperial- 
Eastman Corp.), by T. J. Miller — Sept. 
45 


NEWSPAPERS 


Making the most of newspaper impact 
(Western Airlines), by Barton Jared — 
Nov. 22 


OFFICE EQUIPMENT 


OBreaking the production barrier (IBM), 
13 min. color m.p.; prod. by Raymond 
A. Corwin Prod. — June 82 
How to run a year long incentive pro- 
gram (Victor Comptometer Corp.), by 
George R. Reich — Feb. 57 


OPEN HOUSE 


A plant opening that made news 
(Spring Mills Inc.), by Marshall Dosweil 
— April 49 


OUTDOOR SIGNS 


Outdoors works — and works well (Sea- 
gram Distiller Co.), by Charles H. Weiss- 
ner, Jr. — Feb. 42 


PACKAGING 


Blister packaging uses color to catch 
the eye, by Arthur Hershshaft — April 
79 


British packaging looks ahead, by Mar- 
garet Reynolds — Sept. 73 

Building unity through design (McCor- 
mick), by Mildred W. Tyson — March 
69 
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Can you copy a competitor's package?, 
by Albert Woodruff Gray — Aug. 34 
Corrugated packaging’s top winners — 
April 76 

For a come-back start with design 
(Argus Inc.), by John H. Rosenheim — 
May 77 

Good things look better in plastic pack- 
aging — Oct. 28 

How to package a difficult 
(Reynolds Metals), 
Oct. 26 
Increasing sales through proper pack- 
aging (Host Pajamas), by Mildred Wei- 
ler Tyson — Nov. 64 

Know what you're doing when you de- 
sign for flexible packaging — April 82 
OOne switch starts a packaging revolu- 
tion (Union Camp), 6 min. color m.p. 
prod. by VPI Films — Sept. 90 
Packaging: A guide to information 
sources, by Gwendolyn Jones — Sept. 
88 

Packaging plus presentation add up to 
profits (Contadina) —- July 45 
Promotion without a brand, by John C. 
Clark — Aug. 40 

A simple solution to a packaging prob- 
lem, by Gurnie C. Hobbs — March 67 
When a brochure became a package 
(Polymer), by Betty Aulenbach — Nov. 
57 

Zoo package captures kids — and 
mothers (Plasmon), by Paul J. Sampson 
— Dec. 47 


product 
by Lew Beard — 


PAPER 


Be a better paper buyer, 
Aulenbach — Jan. 15 
Olmagination 10 (Champion Papers), 16 
min. color m.p. prod. by Morton Gold- 
sholl & Associates — Sept. 90 

Paper is part of your letterhead, by 
Bette Lundy — Jan. 19 

Pick the right paper for your annual 
report, by Howard S. Feffer — Feb. 61 


by Betty 


PHOTOGRAPHY 


Ad 1: The international survey of ad- 
vertisements, by Kurt Weidmann — 
April 104 

For a come-back start with design 
(Argus Inc.), by John H. Rosenheim — 
May 77 

OGet wet (Johnson Motors & Eastman 
Kodak), 22 min, color m.p. prod. by 
Homer Groening — May 90 

It takes a special effort to break into a 
well-established market (Bell & Howell), 
by Ken Andren — June 34 

Making the most of a big promotion 
(Waltz, the Camera Man Inc.), by Jo- 
seph C. Wagner — Oct. 57 

Should you do your own photography? 
(Piper Aircraft), by Allen G. Mainard — 
April 72 

@Textures, by Phil Brodatz — Aug. 68 


POINT-OF-PURCHASE 


An advance look at the point-of-pur- 
chase show — Nov. 10 

Did the job turn out the way you 
thought it would?, by William B. David- 
son — June 40 

From roadside sign to tv and p.o.p. 
(Burma-Vita Co.), by J. Mitchell Jablons 
— Oct. 45 

Getting greater exposure at a lower 
cost takes careful planning (Christian 
Bros.), by Paul Lessig — Dec. 43 
How to develop a_ point-of-purchase 
promotion (Brown Forman), by Tony 


68 


Palmisano — Aug. 22d 

A new way to buy point-of-purchase 
(Glenmore Distilleries Co., Louisville), by 
M. M. DeCamp — Jan. 41 

Promotion without a brand, by John C. 
Clark — Aug. 40 

A swinging baby becomes a community 
favorite (Ohleen-Purity Co.), by Marion 
Lillie — Sept. 44 

Where the display is the promotion 
(Wise Potato Chip Co.), by Kenneth R. 
MacDonald — Feb. 40b 

The year’s best point-of-purchase, by 
Robert B. Konikow — March l4a 


PREMIUMS 


Developing a special premium for a 
special market (General Electric Credit 
Corp.), by Lou Scott — May 72 

How insurance companies use premi- 
ums, by Bette Lundy — March 75 
How to use seeds for premiums, by 
Derek Fell — April 36 

In-packs, on-packs and off-packs, by Eu- 
gene S. Mahany — Sept. 29 

Kinds of premiums, by Len Drefs — 
Sept. 26 

A plant is a living signboard (First Fed- 
eral), by Marion Lillie — Jan 28b 
Premium show review 1967, by Sterling 
Brown Jr. — April 11 

Put on a show to make sales grow 
(Dodge Truck Operations, Dodge Div. 
Chrysler Motors), by Paul Galvin — 
Aug. 37 

Research, by B. R. Urag — Sept. 18 
Sweepstakes, by K. F. Kimes — Sept. 
23 

Using premiums with life — Oct. 30 
What's ahead for sweepstakes — April 
32 

Wooden nickels build traffic (Sinclair), 
by George E. Toles — Aug. 48 


PRESENTATIONS 


Go to the air to sell air (KDFM, Walnut 
Creek, Cal.), by Chris Christensen — 
March 78 

How slides keep up with an ever chang- 
ing situation (Century Plaza) — March 
38 

How to develop a successful audio- 
visual presentation, by Robert N. Bro- 
die — July 30 


PRINTING 


Award-winning printing . . . and how 
it got to be, by Betty Aulenbach — 
March 56 

The basics of preprints, by Donald T. 
Snapp — Dec. 34 

Choosing your copying system — July 
56b 

Dramatize fire losses with fire in print, 
by George E. Toles — June 46 

Have you looked at the brochures you 
give visitors?, by Selah Bond Jr. — Feb. 
55 , 

How a pop-up insert was produced, by 
Jack Howse — Aug. 32 

How — and why — to start a company 
publication (Greyhound Corp.), by D. L. 
Behnke — April 58 

How to package a difficult product 
(Reynolds Metals); by Lew Beard — 
Oct. 26 

In-plant printing paces company growth 
(Amway) — Dec. 26 

Letterheads of the year: 1967, by Rob- 
ert B. Konikow — Sept. 9 

A new screen for better halftones (Kup- 
per/Kimball Inc.), by Richard L. Mor- 
row — Jan. 24 
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The Penrose annual 1966, by Herbert 
Spencer — Jan. 65 

The Penrose annual 1967, by Herbert 
Spencer — Oct. 77 

Principles of color reproduction, by John 
A. C. Yule — Dec. 60 

A printer's almanac, by Alexander S&S. 
Lawson — Sept. 88 

§Printing & promotion handbook, by Dan 
iel Melcher and Nancy Larrick — March 
98 

The printing industry, by Victor Strauss 
— Dec. 58 
Why do your own printing? (Scott, 
Foresman & Co.), by Edith Swanson — 
June 27 
Why not use photo mechanicals, by 
Lyle I. Landrum — July 50 
Your letterhead — your company’s first 
image — May 60 


PRODUCTION 


Printing & promotion handbook, by Dan- 
iel Melcher & Nancy Larrick — March 
98 


35 Hours, by Ron T. Smith — April 62 


PUBLIC RELATIONS 


Bringing a press conference to the press 
(General Electric Co.), by John T. Gillan 
— Oct. 52 

WCourtier to the crowd, by Ray Eldon 
Hiebert — March 98 
The dollars and sense of public rela- 
tions, by Burt Zollo — Dec. 59 
How to make the most of a case his- 
tory, by George Meredith — Feb. 46 
How to plan a sound press party, by 
Ken Berglund — July 42 
How to use an elephant to build good- 
will (Utica Mutual Insurance Co.), by 
George B. Rea — March 33 

OThe lead matrix, 27 min. color m.p., 
prod. by Cullen Productions for Lead 
Industries Assoc. — Jan. 66 
A press conference without the press 
(American Tile Co.), by Louis Methfes- 
sel — May 43 

Public relations handbook by Philip Les- 
ly — Dec. 59 


@Public relations in world marketing, by 
Frank Jefkins — June 81 

BSell yourself big, by Edwin A. Moll — 
Aprii 104 


REAL ESTATE 


OThe Wildwood story, 8 min, color m.p. 
prod. by Home Advertising Associates 
Aug. 70 


RESEARCH 


Research, by B. R. Prag — Sept. 18 


RESTAURANTS 


How to gain a new identty without 
losing a familiar image (Brigham’s) — 
Aug. 55 

How to plan a sound press party, by 
Ken Berglund — July 42 


RETAILING 


How to up-grade a retail image (Cullum 
& Boren), by Marion Rubinstein — 
Dec. 31 
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Straight sign talk gets through, by Bill 
Storm — April 46 

Why retailers won't use your promo- 
tions, by Glenn C. Baublitz — Aug. 44b 


SALES MEETINGS 


A small budget, a large sales meeting 
and lots of fun, by Peter H. Whelen — 
Feb. 37 

To change direction, change your ap- 
proach (Jeanette Glass Co.), by Mark 
B. Silverberg — June 64 


SALES PROMOTION 


Adding excitement to retailing (Neiman- 
Marcus), by Michael H. Thomas — 
Aug. 19 

The Amway story, by Betty Aulen- 
bach — Dec. 9 


Are you part of Adcom?, by Charles 
R. Angle — Jan. 26 

A bouquet of promotional ideas, by 
David Gordon — April 61 

82 useful promotion ideas — Sept. 61 
Four steps to better promotions, by 
Dan Avers — April 70 

Have you the courage to evaluate your 
own job?, by Saul Wernick — Aug. 28 
How to change the habits of a nation, 
by Paul Chr. Kloch — Nov. 39 

Let your sales objective determine your 
marketing plans, by Robert N. Brodie 
—Nov. 34 

Making the most of a big promotion 
(Waltz, the Camera Man Inc.), by Jo- 
seph C. Wagner — Oct. 57 

Planning a promotion strategy, by Nor- 
ton Paley — Aug. 50 

Meet a new Christmas character: Homer 
Moo, by Philip Petricone — Nov. 31 
Promotion on the river, by Hugh H. 
Graham — June 68 

The promotion that got away, by Har- 
vey Clarke — July 48 

Promotion to a specialized market, by 
Howard H. Fogel — Sept. 51 
Promotion to the educational market 
(Scott, Foresman & Co.), by Robert B. 
Konikow — June 11 

Sales promotion and SPEA are moving 
together, by Fred Greene — Aug. 9 
Sales promotion handbook, 5th edition, 
by John Cameron Aspley and Ovid 
Riso — June 80 

Sales promotion in Mexico — today and 
tomorrow, by Ed Sachs — Nov. 7 

Sales promotion is many things at Am- 
way — Dec. 15 

Service is sales promotion (Maytag Co.), 
by Betty Aulenbach — Oct. 49 

The six elements of marketing creativity, 
by Peter H. Engle — Nov. 37 

Stan Birstein: Man-of-the-year (Quaker 
Oats), by Betty Aulenbach — July 15 
What does a sales promotion man do?, 
by Leonard Cole — April 64 

Why retailers won't use your promo- 
tions, by Glenn C. Baublitz — Aug. 44b 


SALES TRAINING 


OlLove thy customer (Ford Motors), 26 


min. color m.p.; prod. by Parthenon 
Pictures — March 97 


SIGNS 


How Atlantic developed a new sign 
program, by Allen Sommers — April 41 
It takes cooperation to make sales, by 
Marion Rubenstein — April 43 


Outdoors works — and works well (Sea- 
gram Distiller Co.), by Charles H. Weiss- 
ner Jr. — Feb. 42 

Signs in the Philippines, by Juanito V. 
Tabat — Jan. 39 

Signs without words — May 24 
Straight sign talk gets through, by Bill 
Storm — April 46 

A swinging baby becomes a community 
favorite (Ohleen-Purity Co.), by Marion 
Lillie — Sept. 44 

Transit advertising is older than you 
think — March 23 


SLIDES 


Film and slides at Expo, by Robert B. 
Konikow — July 21 

How slides keep up with an ever chang- 
ing situation (Century Plaza) — March 
38 

Using slides effectively — July 25 


SHOWS 


Put on a show to make sales grow 

(Dodge Truck Operations, Dodge Div. 

Chrysler Motors Corp.), by Paul Galvin 
- Aug. 37 


SPECIAL EVENTS 


Amway holds a ‘catfish luncheon’ — 
Dec. 23 

Do’s and don’ts on hospitality suites, 
by Florence Sanders — Sept. 37 
How a major department store runs a 
major promotion (Macy's N.Y.), by How- 
ard H. Fogel — May 15 

How to use an elephant to build good- 
will (Utical Mutual Insurance Co.), by 
George B. Rea — March 33 

A plant opening that made news 
(Spring Mills Inc.), by Marshall Doswell 
Start small — but start with an idea 
(KPRC Radio, Houston), by Kirt Harriss 
— Jan. 32b 

Using the circus (Norelco), by Richard 
Q. Kress — April 85 

What to do with ideas, by Dorothy 
Warnick — March 80a 


SPECIAL MARKETS 


How to sell churches, by Rev. Howard 
A. Kuhnle — July 40 


SPECIAL PROJECTS 


The promotion that got away, by Har- 
vey Clarke — July 48 


SPECIALTY ADVERTISING 


Problem solving with specialty adver- 
tising, by Betty Aulenbach — Sept. 32 


SPORTS 


Selling a product before it exists, by 
Harlan Johnson — Aug. 53 


SUPERMARKETS AND 
SHOPPING CENTERS 


How Superguy helped build an image 
(AMA Super Store), by Marvin Spivack 
— April 70 

Meet a new Christmas character: Homer 
Moo, by Philip Petricone — Nov. 31 
Using the circus (Norelco); by Richard 
Q. Kress — April 85 


TELEVISION 


Television: the creative experience, by 
A. William Bluem and Roger Manvell 
Aug. 68 
Why we shoot tv commercials on loca- 
tion, by Francis W. Hunt — Nov. 54 


TOURISM 


ODiscover Hawaii (United Air Lines), 
prod. by Reid Ray Film Industries — 
July 82 


TRADEMARKS 


How Superguy helped build an image 
(AMA Super Store), by Marvin Spivack 
— April 70 
The mark of a company, by John E. 
Mertes — Jan. 44 

Trademarks, a handbook of international 
design, by Peter Wildbur — Feb. 81 
Trademarks with style — Dec. 38 


TRANSIT ADV. 


Transit advertising is older than you 
think — March 23 

When autos were ads on wheels, by 
John C. Vitale — Sept. 42 


TRANSPORTATION 


How — and why — to start a company 
publication (Greyhound Corp.), by D. L. 
Behnke — April 58 

OTransit expressway (Westinghouse), 16 
min color m.p. prod. by Mode-Art Pic- 
tures — Aug. 67 


TYPOGRAPHY 


Ad 1: the international survey of adver- 
tisements, by Kurt Weidemann — April 
104 

The art of lettering with the broad pen, 
by Byron J. Macdonald — June 89 
A glossary of typographic terms — 
May 68, June 48, July 55 

OA new way to set type (IBM), 10 min. 
color ‘m.p.; prod. by Peckham Produc- 
tions — May 90 

Typography: a manual of design, by 
Emil Ruder — Aug. 68 
What you can do with cold type, by 
Robert J. Moore — May 55 


VIDEOTAPE 


Using videotape for promotion (Texas 
Instruments), by Don Scharringhausen 
— Oct. 64 


WRITING 


(Careers and opportunities in journalism, 
by Ira Henry Freeman and Beatrice O. 
Freeman — March 98 
How to write promotion, by Jarvis W. 
Mason — March 30 

Modern American usage, by Wilson 
Follett — March 97 

The responsibility of the press, by Ger- 
ald Gross — May 89 

Writing for publication, by Donald Mac- 
Campbell — Jan. 65 
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